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RELATED APPEALS AND INTERFERENCES 



There are no known related appeals, interferences, or judicial proceedings. 

STATUS OF CLAIMS 
Claims 1 - 9 and 14 are pending and stand rejected. Claims 1 - 9 and 14 are 
being appealed. A complete copy of the appealed claims is set forth in the Claims 
Appendix attached herein. 

STATUS OF AMENDMENTS 
No amendment was filed subsequent to the appealed from Final Action of 
December 23, 2004. 

SUMMARY OF THE CLAIMED SUBJECT MATTER 
Claim 1 relates to a method of providing a customized customer portal (Page 1, 

Title; Page 4, lines 20-21; Fig. 1). 

The method involves providing an interface to a plurality of customers, (page 7, 

lines 5-15, Fig. 1). Both the claims and the specification expressly define that customers 

are purchasers of goods for subsequent sale to consumers, (page 4, line 20 - page 5 5 line 

10). The term "goods" is also expressly defined in the specification and distinguished 

from services, intangibles, and real property (page 5, lines 19-34). 

The method also involves receiving customer identification information from at 

least one of the customers such receipt being through the use of the interface, (page 7, 

lines 5-15; Fig. 1). 

The method also involves receiving from the customer an indication of purchase 
interest in a consumer product, selected from among a plurality of such products 
available for sale. The identity of the consumer products is made known through the 
interface, (page 7, lines 15-30; Fig. 1). 

The method involves accessing customer information from a pre-existing 
database, (page 7, line 5-15; Fig. 1). 
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The method also involves providing information pertaining to the selected 
consumer product to the customer. This information is customized on the basis of the 
customer information previously accessed. Additionally, at least some of the information 
includes consumer sales projection information calculated with respect to the customer 
(i.e. a projection of the sales the buyer/user of the system will make to others), (page 8, 
lines 14-25; page 11, lines 15-33). 

GROUNDS OF REJECTION TO BE REVIEWED ON APPEAL 

I. Claims 1-9 and 14 stand rejected as obvious under 35 U.S.C. § 103 over 
Roberts et al. (US Patent 6,101,486) in view of Brockman et al. (US Patent 5,826,240). 

II. Claims 1-9 and 14 stand rejected as anticipated under 35 U.S.C. § 102(e) by 
Peterson et al. (US Patent No. 6,324,522). 

III. Claims 1-9 and 14 stand rejected as obvious under 35 U.S.C. § 103 as obvious 
over Peterson et al. (US Patent No. 6,324,522). 

IV. Claims 1 - 9, and 14 stand rejected as indefinite under 35 U.S.C. § 112, 
second paragraph. 

ARGUMENT 

I. THE REJECTION OF CLAIMS 1-9 AND 14 UNDER 35 U.S.C. § 103 
OVER ROBERTS ET AL IN VIEW OF BROKMAN ET AL IS IMPROPER. 

The final office action does not make out a proper § 103 rejection of Claims 1 
- 9 and 14 over Roberts et al. in view of Brockman et al. because the rejection is 
premised upon an incorrect claim construction which ignores express definitions of 
key claim terms. As such, the Final Action has failed to establish a prima facie case of 
obviousness. 
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Claim Construction - Lexicography Dispute 

During proceedings before the U.S. Patent and Trademark Office, pending claims 
must be given their broadest reasonable interpretation consistent with the specification. 
In re Hyatt . 21 1 F.3d 1367, 1372, 54 USPQ2d 1664, 1667 (Fed. Cir. 2000). MPEP 
21 1 .01 While there is a presumption that claim terms are to be given their plain and 
ordinary meaning, it is well-settled that an applicant is entitled to be his or her own 
lexicographer by clearly setting forth a definition of the term that is different from its 
ordinary and customary meaning. In re Paulsen , 30 F.3d 1475, 1480, 31 USPQ2d 1671, 
1674 (Fed. Cir. 1994). Where an explicit definition is provided by the applicant for a 
term, that definition will control interpretation of that term as it is used in the claim. Toro 
Co. v. White Consolidated Industries Inc., 199 F.3d 1295, 1301, 53 USPQ2d 1065, 1069 
(Fed. Cir. 1999). Such definitions must be clear, and it is only when the specification 
provides definitions for terms appearing in the claims that the specification can be used in 
interpreting claim language. In re Vogel 422 F.2d 438, 441, 164 USPQ 619, 622 (CCPA 
1970). 

In the instant case, the Examiner has made a factual finding that the Applicant has 
decided not be his own lexicographer (see e.g., Final Action, Para. 13). This finding is 
contrary to both the prosecution record and the law. Pages 4, line 20 through page 5 line 
34 of the specification as originally filed provide express definitions of inter alia the 
terms "customer" and "consumer." The Applicant has consistently and repeatedly cited 
these definitions and relied on them throughout prosecution. (Response filed Feb. 4, 
2003, page 2 "As the applicant has chosen to be his own lexicographer with respect to 
terms such as 'customer,' 'consumer,' and 'goods,' these definitions must be used for 
examination of the claims."; Amendment filed September 11, 2003, page 4 "Claim 1 has 
been amended ... to clarify the meaning of the term 'customer' as defined in the instant 
specification."; Response filed November 14, 2003 page 2 reiterating that September 11, 
2003 amendment expressly recites that the customer is a purchaser of goods for 
subsequent re-sale to consumers; Response filed September 22, 2004 page 3 "The 
applicant was expressly intending to be his own leicograhic [sic] insofar as the express 
definitions of claim terms set forth in the specification are to be used for claim 
construction purposes."). 
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Rather than accept these express definitions as the MPEP and decisions cited 
above require, the Final Action draws a novel and unsupported distinction between the 
specification and the claims. Paragraph 25 of the Final Action, notes "For purposes of 
the specification, the term 'customer' will be understood as noted above. For purposes of 
the claims however, the term 'customer' will be given its broadest reasonable 
interpretation. (Emphasis in original). This conclusion is based on the premise that the 
claims are somehow not part of the specification. This, of course, is incorrect. 35 U.S.C. 
§ 1 12, second paragraph. (The specification shall conclude with one or more claims 
particularly pointing out and distinctly claiming the subject matter which the applicant 
regards as his invention.) This language makes clear that the claims are part of the 
specification. There are numerous other examples in both the statute and the rules which 
make clear the claims are part of the specification. In any event, the Final Action cites no 
authority for the position that having defined a claim term expressly in the specification 
body, a separate requirement exists for indication of intent to use such meaning when 
construing the claims. By contrast, the cases cited above and the MPEP generally make 
abundantly clear that when clear, express definitions of terms provided in the 
specification are to be used by the USPTO in construing the claims: To the extent that 
the Final Action finds Applicant has not shown the required intent be his own 
lexicographer for any claim terms (Final Action para. 26), this finding is erroneous and 
should be reversed by the Board. 

When the proper definitions of claim terms are used, the combination of 
Roberts et al. and Brockman et al, even if proper in the first instance does not meet 
each and every limitation of claim 1 as is required for a prima facie case of 
obviousness. 

The Final Action does not expressly apply the teachings of the these references to 
the limitations of Claim 1. Rather, the Office Action of December 16, 2003 Paragraph 3 
(should be paragraph 2) is incorporated by reference. This referenced language makes 
clear that the rejections over Roberts et al. in view of Brockman et al. are premised on the 
assumption that "the customer purchasing the goods could play a variety of roles 
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(consumer of goods, seller of goods, transporter of goods, etc.)." Brockman et al. is cited 
for the teaching of product information including consumer sales projection information. 

Claims 1-9 and 14 of the present invention require providing an interface to a 
plurality of customers. As both the specification and claim 1 expressly recite, a 
customer in this context is a purchaser of goods for subsequent resale to consumers. The 
term customer as used in the Roberts et al. patent is not the same as the term customer in 
Claim 1. The cited portion of Roberts et al. discloses nothing about customer sales 
information, it relates to consumer sales information. In the Amendment transmitted on 
September 11, 2003, this was made clear by expressly defining in Claim 1 that a 
customer is a purchaser of goods for subsequent re-sale to consumers. This feature is not 
present in Roberts et al, and the cited sections of Brockman et al. do not make up for this 
deficiency. The incorporated second final action (incorporated into the Final Action 
under review in this appeal) glosses over this distinction between the claimed invention 
and the prior art by one sentence on Page 2 stating: "Furthermore, it would be obvious to 
one skilled in the art that the customer purchasing the goods could play a variety of roles 
(consumer of goods, reseller of good, transporter of goods, etc.)." This summary 
conclusion, however, is without support in the analysis in the final action or any teaching 
cited to in the record. Furthermore, the proper analysis for obviousness requires a 
comparison of the claimed invention as a whole to the prior art as a whole. It is not 
proper to reduce the combination of prior art references to a series of differences and 
conclude (without analysis) that the differences themselves would be obvious. 

In the instant case the importance of the distinction between Claim 1 being 
directed to purchasers of goods for re-sale, and a patent publication not so directed 
becomes important when considering the desirability and result of attempting to modify 
this teaching with those present in Brockman et al. Having assumed away this key 
difference between Claim 1 and Roberts et al., the final action goes on to look to 
Brockman et al. for missing teachings. Among the missing teachings for which 
Brockman et al. is relied upon is the requirement that the method provide information 
which customer customized information which includes consumer sales projection 
information calculated with respect to a given customer (Claim 1, element (e)). Column 
4, lines 47+ and the abstract lines 15+ are cited in the final action as supposedly 



6 



supplying this missing teaching. This reading of Brockman et al., however, is misplaced. 
The combination here is inappropriate in light of the earlier articulated difference 
between Claim 1 and Roberts et al. 

Firstly, it is noted that Brockman et al. deals with an interface for car dealerships 
to access databases of past customers, repeat customers, and "hot prospects." This allows 
car salespersons to know some more background about potential car buyers on the lot. 
The final action assumes (without reasoning for this conclusion) that this information is 
the same as the claimed consumer sales projection information required by Claim 1. 
Such is not the case. It is clear that Claim 1 is about providing the interface to the 
customer. Therefore, the customer (i.e. the purchaser of goods for re-sale) is the "user" 
of the system. The information required by Claim 1 is directed to customized 
information regarding the re-sales of the good (i.e. consumer sales projections calculated 
with respect to the customer). At best , the system of Brockman et al. merely identifies to 
its user the who has purchased a car before, and who has been on the lot before - this 
does not quantify projected sales information of the user of the system (i.e. the customer) 
in the manner claimed in Claim 1 . This difference highlights one of the problems with 
the failure to acknowledge properly the fact that even the base reference (Roberts et al.) 
does not address the claimed context of the purchaser of goods for re-sale to others. 
Because Roberts et al. does not disclose this feature, there is no motivation to look to 
Roberts in the manner relied upon in the final action. Additionally, the mere grafting of a 
few sentences from Brockman et al. does not result in a method disclosing all elements of 
Claim 1 as a whole. 

The referenced final action on page 4 concludes that "information such as the 
percentage likelihood of consummating the sale successfully" is sales projection 
information. While this might be a "sales projection" in the generic sense, this is not the 
particular type of sales projection information required by Claim 1. As noted, the 
claimed sales projection information is based on information about the buyer (customer) 
who is selling to others. Brockman et al. at best predicts the likelihood of a single sale 
based on information about the buyer of the product itself There is no calculation of any 
"downstream" element. An example of the difference helps make the point. The present 
method allows the provider of the interface to provide it to consumers of several types 
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(for example, a drug store and a grocery store). A particular consumer good might be 
expected to achieve a different market share in each of these types of stores (or in 
different regions, climates, etc.). The present method does not concern itself with the 
likelihood of the customer (who is the "user" of the system in this case) purchasing a 
given good. The sales projection information is useful to the customer because it gives a 
projection of his sales to others calculated based upon information about him (e.g. store 
type, location, product type, etc.). 

It is appreciated that claim terms such as "customer" and "consumer" are similar 
and in some circumstances a particular person or party could be either a consumer or 
customer. Nevertheless,, it is clear from Claim 1, that both consumers and customers are 
relevant parties to the claim and in a given particular case are distinct groups. In other 
words, the claimed flow of information and the frame of reference with respect to 
calculation and information flow must be maintained once the initial identification of 
customer or consumer is made. 

The diagram below may be helpful in illustrating the features of Claim 1 : 




The triangular block labeled "1" is a representation of the frame of reference of 

the provider of the system or the person practicing the claimed method. 

The circle labeled "A" is the customer. 

The circle labeled "B" is the consumer. 

The circle with the "?" is the claimed database. 

The dotted line represents accessing of database information. The square 
represents the claimed calculation. 
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The spotlight with light beams presents the information provided in step (e). In 
particular it is important to note which transaction this information pertains to. 
Even assuming the combination of Roberts and Brockman or Roberts and Peterson is 
proper in the first instance (which is expressly not conceded), the resulting combination 
does not teach or suggest all elements of Claim 1 . 

The diagram below represents a system that would result from the combination of 
Roberts and Brockman, even assuming the propriety of this combination. 




All of the symbols in this diagram have the same meaning as explained above. 
As can be seen the transaction about which sales information is provided is the sale 
to the customer, not to the consumer. Even if one allows that the consumer can be 
put in the place of the customer, there is a transaction missing and there is an 
information flow based upon a claimed calculation missing. In other words, even if 
the consumers of Roberts and Brockman could properly be considered customers, for 
purposes of the claim, (i.e. "B" could be "A") the diagram above would result and the 
information pertaining to the sales to consumers would still be missing. Claim 1 
requires both a consumer and customer. The items being on sales does not render 
inherent that information provided about that sale will be pertinent to the claimed 
relevant transaction (i.e. that between the purchaser/user of the system and a 
downstream buyer). Additionally, as shown, Roberts and Brockman both deal with 
sales projection information of the provider of the system (i.e. triangle "1"). By 
contrast, Claim 1 requires that this information pertain to the customer (circle "A"). 



9 



As shown in the above diagrams the clamed invention differs fundamentally from 
the prior art in that the invention provided pertains to a wholly different transaction. 
The fact that that prior art shows similar information pertaining to wholly different 
transactions does not make Claim 1 as a whole obvious in light of this art. 
The Final Action makes no attempt to address these differences between the prior art and 
the claimed invention. Rather, the Final Action draws the conclusion that the Applicants' 
argument is premised upon an incorrect construction of the terms "customer" and 
"consumer" - a conclusion that is only reached by ignoring the definitions of these terms 
given in the specification. When the definitions used in the specification for these claim 
terms are considered, it is apparent that the overall system and transaction claimed in 
Claim 1 is different from that shown in Roberts et al. in view of Brockman et al. as 
illustrated above. Therefore, because the Final Action does not properly make out a 
prima facie case of obviousness with respect to Claims 1-9 and 14 over Roberts et al. in 
view of Brockman et al. when using a proper claim construction, these rejections should 
be reversed. 

II. CLAIMS 1-9 AND 14 ARE NOT ANTICPATED UNDER 35 U.S.C. § 102(e) 
BY PETERSON ET AL. (US PATENT NO. 6,324,522). 

The Final Action alleges generally on Page 4 (Paragraph 8) that "the various 
information provided" in Peterson et al. satisfies the limitations of Claim 1 pertaining to 
providing product information to consumers. There is no analysis in the Final Action 
demonstrating that this is the case. Claim 1 specifically requires that the product 
information provided be customized on the basis of customer information and that the 
information provided comprise consumer sales projections calculated with respect to the 
customer. There is no indication in the Office Action how Peterson et al. satisfies either 
limitation. 

It appears that Peterson et al. is directed to a network of vendors (which are 
admitted to be analogous to customers as that term is used in Claim 1). However, the 
vendors of Peterson et al. communicate information about product inventory. There is no 
indication that the information about the product itself provided to the vendor is 
customized on the basis of vendor information (or customer information). 
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Additionally, there is no indication in Peterson et al. that the information comprises any 
consumer sales projection information as is required by Claim 1 . As the Final Action 
has not demonstrated that each and every element of Claim 1 is disclosed in Peterson et 
al. this rejection is improper. 

In response to Applicants' arguments, the Final Action concludes (Paragraphs 19 
and 21) that the customer identification (such as a vendor number) is unique to a given 
vendor. When such a vendor receives requested information about a product, such 
information is by necessity "customized." This conclusion, however, is not a reasonable 
interpretation of the requirements of Claim 1 . Claim 1 expressly requires communication 
to the customer of information which is customized on the basis of customer information 
from a pre-existing database (such as geographic location and store type). The Final 
Action essentially ignores this limitation by assuming it is a given that a vendor of say 
watches will only ask for and receive information about watches while a vendor of radios 
will only request and get information about radios. Even if this is true, however, the 
information so requested is in no way "customized on the basis of customer information" 
as is required by the claims. An information desk giving a pre-printed brochure about a 
particular hotel only to those visitors who request it is not providing "customized" 
information about the hotel. The same information is always provided, albeit not to every 
visitor. Claim 1, however, expressly requires indication of purchase interest in at least 
one consumer product on the part of the customer. It is this information (i.e. 
information about the already selected product) which is then required by the claim to be 
customized. The act of selecting which product to receive information about has already 
occurred and cannot be regarded as "customization" within the meaning of the claims. 

Additionally, the Final Action has essentially ignored the limitation of calculation 
of consumer sales projection information calculated with respect to the customer as will 
be demonstrated in greater detail when discussing the rejections under 35 U.S.C. § 1 12. 

The Final Action does not show how the Peterson et al. reference teaches or 
discloses each and every element of Claims 1-9 and 14 - but rather reads the claim terms 
so genetically as to deprive them of any real meaning (much less their plain and ordinary 
meaning). Only with this unreasonably generic reading of the claim terms can the Final 
Action conclude that all of the elements of Claims 1-9 and 14 are taught in the Peterson 
et al. patent. Because this is not the case, the rejection under 35 U.S.C. § 102(e) over 
Peterson et al. of claims 1-9 and 14 is improper and should be reversed. 
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III. CLAIMS 1-9 AND 14 ARE NOT OBVIOUS UNDER 35 U.S.C. § 103 OVER 
PETERSON ET AL. (US PATENT NO. 6,324,522). 

Claims 1-9 



The § 103 rejections over Peterson et al. are made in the alternative to the § 102 
rejections. While these rejections under § 103 apply to each of Claims 1-9 and 14, the 
Final Action contains no further analysis in addition to the § 102 analysis pertaining to 
any claim, except for Claim 14. Therefore, this Appeal Brief will address the Final 
Action's application of the Peterson et al. patent to Claim 14 and rely on the discussion 
above pertaining to anticipation analysis as equally applicable to the obviousness 
analysis. Applicant notes, however, that the Final Action makes no attempt to show how 
the teachings of Peterson et al. would be modified (or where such motivation would come 
from) to support an obviousness rejection of Claims 1-9 if the anticipation rejections of 
Claims 1-9 are reversed. 

Claim 14 

Claim 14 expressly requires that the sales projection information is customized on 
the basis of planned promotional activities with respect to the consumer product. The 
Final Action takes the primary position that such limitation is inherent by virtue of the 
product being on sale. This conclusion is not correct, however. An item on sale does 
not necessarily have any planned promotional activity associated with it - much less 
inherently have a customized calculation made on the basis of both customer information 
and promotional activity regarding the product. The Final Action simply dismisses the 
claim limitations as "nonfunctional descriptive material" while arriving at the summary 
conclusion that substitution in Peterson et al. of any particular type of information would 
be obvious. This showing is well short of the requirements showing how the particular 
relationships among the parties claimed are suggested in Peterson et al. 

The Applicant does not necessarily disagree with the Examiner that web based 
electronic commerce systems are well known in the art. The claimed invention, however, 
is about a method for streamlining a yery particular set of transactions and customizing 
particular information flows. The parties involved here are retail customers who are 
engaged in the business of both purchasing and selling products to consumers. The 
information is customized in particularly claimed ways pertinent to the parties' 
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relationship to one other. By failing to give the claim terms such as "customer" and 
"consumer" their expressly defined meanings, the Final Action reduces the claim to a 
generic basic system for selling goods electronically. The Applicant has never argued, 
nor attempted to claim, such a generic method. The Applicant simply seeks to have the 
Examiner accord the claim terms their expressly given meanings, and examine them on 
that basis. In the absence of a showing of all of the features of the claimed method in the 
prior art when the terms are properly construed, the claims should be allowed. 



IV. CLAIMS 1-9 AND HAVE NOT BEEN PROPERLY REJECTED UNDER 35 
U.S.C. § 112, SECOND PARAGRAPH AS INDEFINITE. 

All of the rejections under 35 U.S.C. § 1 12, second paragraph stem from the 
recitation of the limitation in Claim 1 "calculated with respect to at least one of said 
customers." The Final Action takes the position that this renders the claims indefinite 
because one of ordinary skill in the art would not be able to ascertain how the consumer 
sales projection information is calculated. 

These rejections are not properly made. The Final Action merely states a 
conclusion of indefiniteness without any analysis or support for this conclusion. The 
central test under the definiteness requirement is that the claims set out with a reasonable 
degree of clarity and particularity the claimed subject matter. An indefiniteness rejection 
requires the examiner to take into account the content of the particular application 
disclosure, the teachings of the prior art, and the claim interpretation that would be given 
by one possessing the ordinary level of skill in the pertinent art. MPEP §2173.02. In the 
instant case, there is no showing that one of skill in the art would not understand the 
claim term at issue when interpreted in light of the specification. 

By contrast, the Final Action maintains that these claims are indefinite on their 
face citing only MPEP § 21 1 1.01 (requiring construction of claims according to broadest 
reasonable meaning or "plain meaning" unless they are defined in the specification). The 
response in the Final Action to Applicant's last remarks (paragraphs 15 - 19) on this 
topic makes clear that the definiteness rejections essentially stem from the earlier 
discussed dispute about what meaning claim terms such as "customer" and "consumer" 
are to have. The Final Action appears to base the conclusion of indefiniteness on the 
claim term "calculated with respect to at lest one of said customers" as duplicative and, 
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therefore, unclear. Paragraph 19 of the Final Action analogizes this language to 
language in a claim stating "the square having four corners." Even if such a recitation 
could serve as the basis for a § 112, second paragraph rejection, this situation is not 
factually present in the instant claims. The language here simply means that the required 
sales projection information is calculated with respect to the earlier recited customer 
using the system (i.e. the at least one of said customers recited in step (b)). The claims 
require the provision of information pertaining to consumer sales projections (i.e. how 
many units are projected to be purchased by consumers). Step (e) of the claim requires 
this information to be calculated with respect to the customer (in other words how many 
units will I, the customer, sell to consumers). 

The claim terms in context then simply mean that the sales projections are 
calculated for a given customer and product and not for the product generally. This does 
not necessarily always have to be the case (as the Final Action implicitly concludes). The 
system could have simply calculated sales projections overall for each product and 
provide that to each customer. The claimed invention, by contrast, requires that this 
projection information be calculated with respect to a particular, given, customer (i.e. not 
all customers in the aggregate). As such, the claim limitation has meaning and must be 
considered. 

These terms are not so ambiguous that one of ordinary skill in the art could not 
ascertain their meaning. Indeed, most of the terms are expressly defined in the 
specification, and the remaining terms are described in great detail with specific 
examples. The Final Action ignores the specification completely, ascribes the claims 
unsupported "ordinary meanings" and then rejects them as unclear. Because it is error, to 
ignore the specification wholesale in this manner, these rejections are improper and 
should be reversed. 

SUMMARY 

Claims 1-9 and 14 have not been properly rejected in the Final Action for all of 
the reasons discussed above. In particular, the rejections under 35 U.S.C. § 1 12, second 
paragraph, and under 35 U.S.C. § 102 and § 103 are improper and should be reversed. 
These rejections all appear from a failure to accord claims terms the express meanings 
provided for them in the specification during examination. When these meanings are 
properly considered, as shown above, the claims properly define over the cited prior art 
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and are sufficiently clear to meet the statutory requirements. As such, the rejections 
should be reversed by the Honorable Board of Appeals and Interferences. 



Respectfully Submitted, 



ByT^W^^ ^^ ^^^ 
Matthew P. Fitzpatrick ' 
Registration No. 4 1 ,75 1 
Tele. No. (513)634-4287 



Date: August / 6, 2005 
Customer No. 27752 



15 



CLAIMS APPENDIX fSerial No. 09/931,358) 



A method comprising the steps of: 

a) providing an interface to a plurality of customers, wherein said 
customers are purchasers of goods for subsequent sale to consumers, 

b) receiving customer identification information from at least one of said 
customers, said receiving being accomplished through the use of said 
interface, 

c) receiving from at least one of said customers an indication of purchase 
interest in at least one consumer product, wherein said at least one 
consumer product is selected by said at least one of said customers 
from a plurality of consumer products available for sale, wherein the 
identity of said plurality of consumer products is made known to said 
plurality of customers through the use of said interface, 

d) accessing customer information related to said at least one of said 
customers from a pre-existing database, 

e) providing to said at least one of said customers product information 
regarding said at least one consumer product through the use of said 
interface, wherein said product information provided is customized on 
the basis of said customer information accessed in step (d), and 
wherein at least some of the product information provided comprises 
consumer sales projection information calculated with respect to said 
at least one of said customers. 

The method of Claim 1 wherein said interface is provided on ore or more 
programmable computers. 

The method of Claim 1 wherein said interface is a graphical user interface. 

The method of Claim 1 wherein said interface provided via the world wide web. 

The method of Claim 1 wherein said indication of purchase interest in 
accomplished through the use of representative icons. 
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The method of Claim 1 wherein said pre-existing database comprises sales 
information with respect to said plurality of customers. 

The method of Claim 1 wherein at least steps (d) and (e) are accomplished 
through the use of a pre-programmed relational database. 

The method of Claim 1 wherein the product information provided in step (e) is 
customized on the basis of customer type. 

The method of Claim 1 wherein the product information provided in step (e) is 
customized on the basis of customer specific characteristics. 

The method of Claim 1 wherein said sales projection information is customized 
on the basis of planned promotional activities with respect to said at least one 
consumer product. 
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EVIDENCE APPENDIX 
Specification for Case 8677 as filed on August 16, 2001. 
Cited References: U.S. 5,826,240; U.S. 6,101,486; U.S. 6,324,522 B2 
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RELATED PROCEEDINGS APPENDIX 
No related proceedings exist. 
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Case 8677 



CUSTOMIZED CUSTOMER PORTAL 



RUSS DODD 



5 

FIELD OF THE INVENTION 

This invention relates to methods and systems for providing customized 
information to customers. The systems and methods provide a holistic approach to 
providing sales support to a customer intending to purchase items for re-sale. 

10 

BACKGROUND OF THE INVENTION 

Various types of interactive methods and systems associated with sales 
transactions have been known in the art. In recent years, a variety of interactive methods 
and systems have been automated in an attempt to appropriately and efficiently convey 

15 information needed and desired by purchasers in sales transactions. The advent of easily 
customizable computer systems such as those which can be implemented via the world 
wide web or similar interactive information systems has led to a great increase in the 
specialization and usefulness of information which can be provided to customers as part 
of transactions. Most of the use of such interactive systems, however, have been limited 

20 to transactions directed to an end user or consumer. For example, many manufacturers 
have used the world wide web for direct selling activities to consumers. Similarly, many 
merchants also use interactive systems to provide information to and take product orders 
from consumers. 

Much of the focus in such interactive systems has surrounded such areas as more 
25 effective processing of payments or the rapid taking of orders from remote locations. 
Other areas of focus have included attempts to assist end consumers in selecting a product 
or mix of products which will best address the consumer's need for a given application. 
U.S. Patents 6,093,027 & 5,947,302 describe systems of this type. Some systems, such as 
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those described in U.S. Patent 6,249,774 have attempted to profile customers for targeted 
marketing directed to end consumers. 

While much of the focus in interactive systems involving purchasers and sellers of 
goods has been on the end consumer, there have also been some efforts directed at more 
5 "upstream" links, such as the link between manufacturers and their retailer or wholesale 
buyers. One example of such a system is described in U.S. Patent 6,249,774 which 
generally describes an interactive system for inventory management. In this system, the 
distributor collects information through the interactive system regarding sales information 
(generated with respect to an initial inventory provided by the distributor). This 
10 information is used to keep track automatically of the inventory and to replenish it in 
accordance with the sales information collected. 

The needs of those purchasing goods for re-sale (e.g. retailers, wholesalers, 
distributors) can differ significantly from those who purchase goods as the end user (i.e. 
consumers). A need exists to provide an interactive method which customizes information 
15 presented to intermediate purchasers as part of an improved sales support system. A need 
also exists to maximize the efficiency in the interaction between manufacturers and/or 
distributors and downstream intermediate purchasers of goods. 



SUMMARY OF THE INVENTION 

20 The present invention relates to methods and systems for providing customized 

information to customers. In one aspect, the invention may comprise a method. Such a 
method may include a step of providing an interface to a plurality of customers. The 
method may further comprise a step of receiving customer identification information 
from at least one of such customers. This step may be accomplished through the use of 

25 the interface. The method may also include a step of receiving an indication of purchase 
interest in at least one consumer product from at least one of the customers. In this step, 
the consumer product is selected the customer from a plurality of consumer products 
available for sale. Additionally, the identity of the plurality of consumer products is 
made known to the customers through the use of the interface. The method may also 

30 comprise a step of accessing customer information related to the customer from a pre- 
existing database. The method may also comprise a step of providing to the customer 
product information regarding said at least one consumer product. Such information is 
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provided through the use of the interface and the product information provided is 
customized on the basis of the customer information accessed in accessing step. 

In one variation of the method, the interface may be provided on ore or more 
programmable computers. In another variation of the method, the interface may be a 
5 graphical user interface. In yet another variation of the method, the interface may be 
provided via the world wide web. 

Another variation of the method may include accomplishing the indication of 
purchase interest through the use of representative icons. Additionally, the pre-existing 
customer database used in the method may comprise sales information with respect to 

10 the plurality of customers. In another variation, the steps of accessing customer 

information and providing information to a customer may be accomplished through the 
use of a pre-programmed relational database. In another variation, the product 
information provided may be customized on the basis of customer type. In another 
variation of the method, the product information provided may be customized on the 

15 basis of customer specific characteristics. In another variation of the method, the product 
information provided may comprise sales projection information calculated with respect 
to the customer. 

In another aspect, the present invention may comprise a system. A system of the 
present invention may comprise a customer interface. The customer interface may be 

20 provided through the use of machine readable instructions resident on a machine 

readable format. The system may also comprise a customer information database. This 
database may comprise information contained in a machine readable format. The 
customer information database may also contains customer information records 
pertaining to each of a plurality of customers. Each of the customer information records 

25 may be associated with each of the customers for access by the system. The system may 
also comprise a product information database. This database may comprise information 
contained in a machine readable format. The product information database may contain 
product information records pertaining to each of a plurality of products. Each of the 
product information record may be associated with each of the products for access by the 

30 system. The system may also comprise one or more customization algorithms. These 
algorithms may be contained in a machine readable format. At least one of the 
algorithms may contain instructions sufficient to associate information contained in one 
or more of the customer information records with information contained in one or more 
of the product information records. 
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In one variation of the system, the customization algorithm may contain 
instructions sufficient to manipulate information contained in one or more of the product 
information records by performing calculations using input contained in one or more of 
the customer information records. This manipulation may be done to arrive at a 
5 computed result not previously contained in either the customer information database or 
the product information database. In another variation, this computed result may be 
capable of being displayed through the user interface. 



BRIEF DESCRIPTION OF THE DRAWINGS 

10 While the specification concludes with claims particularly pointing out and 

distinctly claiming the subject matter which is regarded as forming the present invention, 
it is believed that the invention will be better understood from the following description 
taken in conjunction with the accompanying drawings, in which: 

FIG. 1 is a block diagram representing the steps which may be performed in a 
1 5 method of the present invention. 

FIG. 2 is a block diagram representing the components of a system of the present 
invention. 



DETAILED DESCRIPTION OF THE INVENTION 

20 This invention relates to methods and systems for providing customized 

information and improved sales support intermediate customers. For purposes of the 
present specification, the term "customer" will refer to any purchaser of goods where such 
purchaser intends to re-sell such goods to another entity, person, or groups of persons in 
the course of such customer's business. Therefore, any person, business, or entity which 

25 engages in the purchase and re-sale of goods is contemplated within the definition of 
"customer" as used herein. Examples of customers are retailers, distributors, and 
wholesalers. Put somewhat more inclusively, a "customer" for purposes of this 
specification is any purchaser of goods where such purchaser is not a "consumer" as 
defined herein. 
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The term "consumer" for purposes of this specification is any purchaser of goods 
where such purchaser will be the end user of such goods, or is not otherwise engaged in 
business or practice of sale of such goods to others. Persons of skill in the art will 
recognize that many . goods are not purchased by the literal end user, but such purchasers 

5 are nonetheless "consumers" within this definition. For example, a parent who purchases 
household items for the family is a consumer even if the parent is not necessarily the end 
user of all or even any of the household items purchased. Similarly, a purchaser might 
purchase goods which ultimately are given to another as a gift or even sold through a 
casual sale (such as a garage sale) and still be within the definition of "consumer" as used 

10 herein. Persons who are not regularly engaged in the business of purchasing goods for 
sale to others, but rather purchase goods for other reasons (most typically personal or 
family use) are generally "consumers" for purposes of the present definition. 

The term "seller" for purposes of this specification is any person, business, or 
entity which sells goods to customers. One of skill in the art will recognize that 
15 customers as that term is used in this specification (in accordance with its definition 
above), are also literally sellers of goods. Nevertheless, for purposes of the present 
specification, unless the context requires otherwise, references to "sellers" will typically 
refer to those who sell goods to customers. 

The term "goods" for purposes of this specification has the meaning accorded this 
20 term in the common law of United States jurisdictions and the Uniform Commercial Code 
as adopted by the Several States of the United States. According to this definition, goods 
generally may be thought of as any tangible items which may reasonably be moved. This 
distinguishes goods from other classes of items which may be purchased and sold such as 
services, intangibles (such as patents, trademarks, securities, futures, options and the like), 
25 or real property (including improvements, fixtures, and similar items generally thought of 
as incident to real property). It will be readily appreciated that thousands of items of all 
sorts are goods, and that millions of people throughout the world routinely purchase 
goods at retail outlets of all types. Therefore, the systems and methods of the present 
invention which improve the effectiveness of the interaction between sellers and 
30 customers have great potential to have significant commercial and industrial utility. It 
will be appreciated that the benefits of such systems are both economic and technical (by 
way of time savings, resource allocation efficiencies, reduction in errors, etc.). The term 
"consumer products" as used in this specification is meant to include all items within the 
term "goods" as previously defined. 
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The methods and systems of the present invention relate generally to interactive 
mechanisms for completing sales transactions between sellers and customers. Methods 
and systems of the present invention are particularly useful when employed in the context 
of transaction involving "new goods." For purposes of the present specification, "new 
5 goods" refers to goods which are new to market generally, or to a particular region, outlet 
type, individual customer, or an improvement to an existing good which gives some 
degree of unfamiliarity with relevant particulars of subject goods. This enhanced benefit 
for new goods, however, does not mean that use of the present with respect to goods 
which are not new goods are not within the scope of the invention or are not subject to its 
10 benefits. 

It has been found during development pf the present invention that methods and 
systems which are effective in selling goods to customers are often significantly different 
from those effective in selling goods to consumers. Additionally, it has been found that 
methods and systems which take advantage of such technologies as interactive computer 

15 systems (such as the world wide web or other network arrangements), telephone systems, 
or other interactive communication systems for interaction with customers can often be 
more effective than attempts to use similar technologies for interactions with consumers. 
One reason for this difference is that tailoring of the provision of information to a 
customer can often be more readily and completely accomplished than attempts at 

20 tailoring the provision of information to consumers. This allows customers to make 
ordering (i.e. purchasing) decisions which are calculated to provide the most economic 
value to the customer. Such increased economic value of the transaction (as compared to 
not using the systems of the present invention) result in savings throughout the chain of 
sales which can be passed on to consumers. 

25 In order to provide a more detailed understanding of the methods of the present 

invention, specific embodiments or executions of such methods will now be described. 
These embodiments are meant to be representative and are not exhaustive examples of the 
manner in which the invention may be practiced. 

The present invention is generally implemented in the context of interactive 
30 systems through which customers may purchase goods for ultimate sale to consumers. 
Such systems may advantageously implemented via computer networks. Standard HTML 
based world wide web systems have been found to work well. While there is great 
variation subsumed within the general descriptor "world wide web," those of skill in the 
art will appreciate that using the teachings of this specification it is a routine matter to 
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provide working systems which will work on a variety of known and commonly available 
computer systems and which will incorporate the features of the invention described 
herein. 

A typical interactive system of the present invention could be provided using a 
5 world wide web based seller/customer interface. A system of the present invention could 
comprise one or more relational databases as part of its operating mechanism. Such 
databases could store information needed to identify particular customer users of the 
system as well as relevant data regarding such customer users. For example, upon entry 
of a customer ID, password, name, or similar identifier, the system could use an 
10 embedded relational database to access information pertaining to the identified customer. 
Such information pertaining to the customer could include sales volume, store locations, 
prior purchase history, business type of the customer, and the like. Such customer 
specific information could then be available for access by the system as described in 
greater detail below. 

15 Use of such a seller/customer interface could comprise a step of providing 

information to a customer indicating various items available for purchase by a customer 
(i.e. items for sale by the seller). A customer would then be able to designate one or more 
of such items available for purchase about which to receive additional information. Up to 
this point, use of the interactive system is similar to many other systems currently 

20 available to both customers and consumers purchasing items for sale. A user may 
designate one or more items of interest by any suitable or convenient means. For 
example, "clicking" on an icon, the name of an item, or a picture or other graphic on the 
item when any convenient graphical user interface is used, is one suitable method of 
designating items of interest. Other methods could include pressing a number, button, or 

25 key corresponding to the items of interest or any other suitable designation mechanism. 
Voice recognition technology could also be incorporated into interactive systems of the 
present invention to allow a customer user to designate items of interest through spoken 
instructions. 

Once an item or items for sale is designated by a customer, the system provides 
30 information to that customer about such items. The information provided should go 
beyond standard price, volume, size, and similar information, and include information on 
marketing and/or sales support available or planned for such items. For example, if an 
item selected is a new item, the system could provide information describing the 
marketing plans and projections for the item. Advantageously, the systems could provide 
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information which is both useful to customer buyers and which is tailored to customer 
specific circumstances. Examples of information of both types will be provided in greater 
detail below. 

The tailoring of information may be accomplished through the use of a suitable 
5 relational database or similar mechanism. Such a relational database may be an integral 
part of a larger database to accomplish other tasks with other databases within the system 
(such as a database for customer identification) - or may be a separate database having a 
desired degree of integration with other system databases. In one example, a relational 
database is used to identify specific customers by login ID or other conventional device. 
10 This ID may serve as a primary key to a relational database which database houses 
relevant customer specific data. Such data advantageously include information regarding 
customer location or region, sales data, outlet type, past purchase information, consumer 
profile, and the like. 

One preferred example of tailored information which can be provided to 
15 customers is an estimate of payout (resulting from sales) of seller promotional activity 
based on data specific to a given customer. For example, if the seller is a manufacturer 
and is planning a direct mailing sampling and coupon campaign for a given item, the 
database could contain algorithms allowing the system to compute an estimated payout of 
such promotional activity for a given customer. Such an estimate may be based upon 
20 historic sales data for similar promotional activities for similar items. Such historic sales 
date could be obtained from previous experience with the customer. Additionally, such 
historic sales information could be obtained from third party (and typically commercially 
available) databases. In this manner, the information presented to customers when 
ordering items for sale is specifically calculated to be relevant to that customer's business 
25 and allows the customer to make the most beneficial purchase decisions. 

In addition to providing customer specific item information, the system of the 
present invention can, and preferably does, provide to customers market support 
information known to the seller. For example, when presenting items available for order 
by a customer, and indication of interest could be followed by an opportunity to view 
30 upcoming advertising plans and sample copy for the item. 

FIG. 1 is a flow diagram which shows the steps in a method of the present 
invention which might be practiced by a seller customer. For clarity sake, these steps will 
be discussed in the order shown in FIG. 1. In many cases, sellers providing the described 

8 



Case 8677 



interface to customers will practice the method steps in the order shown in FIG. 1. It 
should be noted, however, that the order in which the steps of the method are performed is 
not critical and the claims of this specification should not be interpreted as requiring steps 
to be performed in any particular order. 

5 As shown in FIG. 1, a method of the present invention may comprise a steps of 

providing an interface to a plurality of customers, represented as box 100. A web site 
hosted on a suitable central computer system works well for providing such an interface 
to multiple customers. It is not necessary that multiple customers actually access the 
interface at any one time. As long as the interface is available (i.e., provided) so that it 

10 could be accessed by a variety of customers (even if the interface could only be used by 
one customer at a time), it meets the requirements of this step. Even a menu driven 
telephone system could meet this definition. A web site is preferred for the interface, but 
numerous interfaces are possible. It is also recognized that as software and hardware 
capabilities increase, other computer based interfaces are likely which will come within 

15 the definition used herein, even though such interfaces may no longer be thought of as 
"web sites" as this term is currently understood by those of skill in the art. 

The method of the present invention may also comprise a step of receiving 
identification information from at least one customer. This step is represented as box 1 10. 
For ease of identification, the customer from which this identification information is 

20 received will be described as the '"using customer." This step is typically accomplished 
by entry of a password and/or customer identifier. Of course, a variety of techniques are 
suitable by which to identify the using customer. It is possible to identify the using 
customer on the basis of information previously recorded (for example through the use of 
technique commonly referred to as "cookies"). Any of these mechanisms are suitable for 

25 this step of the method. 

Box 120 of FIG. 1 represents a step of the invention by which an indication of 
interest in one or more products is received from the using customer. The indication of 
interest is provided through the use of the interface provided in the step depicted in box 
100. Any suitable icon, logo, label, name, or other identifier of one or more products may 
30 be used for this purpose. 

FIG. 1 also depicts at box 130 a step of accessing using customer information. 
This information preferably is contained within a pre-existing database which is 
operationally related to the interface. One of skill in the art will readily appreciate that if 

9 
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the interface is provided in a web browser context, associating the resulting web site to a 
computer based relational database is easily accomplished. 

The method of the present invention may also comprise a step represented in box 
130. This step is providing customized product information to the using customer. The 
5 information is customized on the basis of the infromation related to the customer accessed 
in the step shown in box 120. 

The customization step shown in box 130 may be accomplished in a wide variety 
of manners. One effective type of customization is on the basis of the industry type of the 
customer. For example, consumer products are often sold in a variety of retail outlets. 

10 These outlets may be of such types as grocery stores, drug stores, mass merchandising 
stores (such as department-type stores), and "club-type" discount centers. Sophisticated 
sellers of goods will often have a great deal of information about their products which is 
highly valuable to their customers. As an example, such a sophisticated seller may have 
detailed shelving strategies which are tailored to the type of store a customer operates. 

15 While both grocery stores and drug stores might sell a given line of consumer products, 
the shelving strategies which have been found to be most effective for each may vary 
signifcantly. Therefore, many sellers will create a shelving strategy for grocery (or food) 
stores, and a separate strategy for drug stores. By using the method of the present 
invention a seller can automatically provide a using customer with a shelving strategy 

20 which is best adapted to that customer's type of business. This can be done without the 
customer having to self-select from a list of options or having to see options which are not 
applicable to her business. 

In the shelving strategy example given above, the relational database referred to in 
connection with box 130 could contain information regarding customer store type (such 
25 as the categories of grocery, drug, etc., described above). This customer type information 
contained in the database could be related to shelving strategies for the various products 
which are appropriate for the different types of customers. In this manner it is possible to 
provide a drug store customer with shelving strategies geared to drug stores for each 
product selected by such a customer. 

30 In addition to shelving strategies, a wide variety of other infromation can be 

customized on the basis of the business type of the customer. For example in store (or 
even out of store) marketing plans may differ for the different types of customers 
described above (e.g. drug stores, grocery stores, mass merchandise stores, club stores, 

10 
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etc.). The method of the present invention may be used to customize marketing strategies 
to customers on the basis of type of store. Other bases by which to customize marketing 
strategies could include size of store (in terms of sales, for example), location of 
customer, or other relevant factors. A large seller of goods (such as one which sells to 
5 customers nationally or even worldwide) will typically have customers located in many 
distinct advertising regions. Therefore, information regarding advertising plans relating 
to one or more products of interest could be tailored on the basis of cutomer location 
using the method of the present invention. For example, a drug store chain customer with 
stores located in the northeast portion of the United States and with interest in purchasing 
10 laundry detergent could receive information regarding the advertising plans of the seller 
regarding such laundry detergent in this part of the country. Plans for other products or 
plans for advertising in other regions would not be presented. The customer could be 
provided the opportunity to view copy, to receive information regarding coupons or other 
promotions, or any other infromation desired to be provided. 

15 Many of the examples of the customizing of infrormation described above have 

been "categorical" examples. In other words, information is customized on the basis of 
one or more categories in which a particular customer might fit. Such categories could 
include size, location, store type, etc. The method of the present invention is also 
partiuclarly well suited for customizing information in a manner which may be unique to 

20 a given customer. An example of this may be the calculation of sales projections for a 
particular customer with respect to a particular item or line or items. In one scenario, a 
using customer may be a drug store chain located primarly in the southern United States 
with 85 store locations. This customer may express interest in an improved wet cloth 
mop product for sale in its stores. The improved wet cloth mop product may be part of a 

25 brand line up which includes a dry cloth mop product of which the wet cloth product is 
desiged to be an upgrade. The information provided to this customer about the wet cloth 
mop in the step reprented in box 140 could include a projection of expected sales by this 
customer of the wet cloth mop in its 85 stores. This projection may be calculated by 
taking such factors into account as the total sales projections for the product, the 

30 percentage of such sales expected to be made in drug store channels, the percentage of 
this customer's sales compared to overall sales for similar proudcts, the projected impact 
of selling both mops in the line up as compared to just the wet cloth proudct, etc. 
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It will be readily appreciated that by using a series of relational databases and the 
computing power of presently available computers, highly specific and useful information 
can readily be generated and provided to a wide variety of customers. 

The present invention has thus far largely been described in terms of method steps. 
5 The present invention does indeed provide a novel method for tailoring and providing 
information to customers. It is also desirable to provide an integrated system or apparatus 
by which the benefits of the present invention may be realized. The terms "integrated 
system" and "apparatus" may be fairly non-specific. Some examples help to clarify the 
meaning ascribed to these terms. The present invention may comprise a seller/customer 

10 interface software system resident on one or more programmable computers. Typically, a 
"host" computer system may contain appropriate instructions such as databases, 
algorithms, and interface programming. If a world wide web based system is used, the 
interface may be accessed from variety of remote locations by customers. It is 
appreciated that additional equipment (such as a client computer) is typically necessary to 

15 access the host system functionality. However, for purposes of this description, providing 
the capability to access an interface having the functionality described is sufficient. In 
other words, programming of a computer to host a web site integrated with the 
capabilities described as part of the invention is sufficient to make the invention within 
the meaning of the claims. 

20 FIG. 2 is a block diagram which represents parts of a system of the present 

invention. The system of the present invention is represented generally by system 200. 
The components of system 200 may be contained on one or more programmable 
computers or other suitable mechanism. Preferably, a single appropriately programmed 
computer is used to provide system 200. The sub-blocks within system 200 may be 

25 thought of as "modules" within the overall system 200. These modules contain 
appropriate computer instructions to provide the functionality described. 

A first feature of a system of the present invention is a suitable user interface such 
as graphical user interface 210. As noted earlier, the interface need not necessarily be 
graphical or visual, but can be voice based. Additionally, it is sufficient for the system 
30 200 to provide the necessary computer instructions such that user graphical user interface 
210 can be accessed by remote users, such as customers A, B, and C. One of skill in the 
art will recognize that such customers may use their own keyboard, monitors, computers, 
mouse, and similar hardware to access the user interface 210 of system 200. 
Nevertheless, the necessary programming to enable the interface 210 is all that is required 
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to practice the system of the present invention. Remote users, such as customers A, B, 
and C, will typically access the system 200 through the use of remote connections such as 
remote connections 208. The manner in which these connections may be made are within 
the routine skill in the art and are not within the scope of the present invention. Standard 
5 internet protocols through the use of public or private networks are sufficient. 

The system 200 of the present invention may also comprise a customer 
information database 230. The customer information database 230 may have a record for 
each customer. Each customer may be associated with a unique customer ID. The 
customer ID may serve as the primary key in a relational database. The records 

10 associated with each customer may contain any of the information previously described in 
the method context (e.g. customer type, location, sales, etc.). The system 200 also may 
comprise a product information database 220. The product information database also 
may consist of a series of records where each product offering is associated with an 
information record (in other words, the product offering may be the primary key of a 

15 second relational database). The information record for each product may contain any of 
the information previously described above when describing methods of the present 
invention. Such information may comprise, for example, marketing strategies, sales 
promotion information, sales projection data, etc. 

The customer information database 230 and the product information database 220 
20 may share information with each other through the use of customization algorithms 240. 
These algorithms may be simple, such as associating a customer store type with one of 
several available shelving strategies with a particular product. These algorithms may also 
be more complex such as containing detailed logic sufficient to calculate sales projections 
for a given product for a unique customer. Any of the examples previously discussed 
25 may be incorporated into the programming of a system of the present invention. The 
information accessed and manipulated by the customer information database 230, the 
product information database 220, and the customization algorithms 240 may be accessed 
by and displayed through the user interface 210. In this manner, each using customer has 
simple access to the customized information provided by the system 200 without having 
30 to undergo complex navigation to determine the location of such information. 

The disclosure of all patents, patent applications (and any patents which issue 
thereon, as well as any corresponding published foreign patent applications), and 
publications mentioned throughout this description are hereby incorporated by reference 
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herein. It is expressly not admitted, however, that any of the documents incorporated by 
reference herein teach or disclose the present invention. 

While particular embodiments of the present invention have been illustrated and 
described, it would be obvious to those skilled in the art that various other changes and 
modifications can be made without departing from the spirit and scope of the invention. 

What is claimed is: 
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CLAIMS 

1 . A method comprising the steps of: 

a) providing an interface to a plurality of customers, 

b) receiving customer identification information from at least one of said 
customers, said receiving being accomplished through the use of said 
interface, 

c) receiving from at least one of said customers an indication of purchase 
interest in at least one consumer product, wherein said at least one 
consumer product is selected by said at least one of said customers 
from a plurality of consumer products available for sale, wherein the 
identity of said plurality of consumer products is made known to said 
plurality of customers through the use of said interface, 

d) accessing customer information related to said at least one of said 
customers from a pre-existing database, 

e) providing to said at least one of said customers product information 
regarding said at least one consumer product through the use of said 
interface, wherein said product information provided is customized on 
the basis of said customer information accessed in step (d). 

2. The method of Claim 1 wherein said interface is provided on ore or more 
programmable computers. 

3. The method of Claim 1 wherein said interface is a graphical user interface. 

4. The method of Claim 1 wherein said interface provided via the world wide web. 

5. The method of Claim 1 wherein said indication of purchase interest in 
accomplished through the use of representative icons. 

6. The method of Claim 1 wherein said pre-existing database comprises sales 
information with respect to said plurality of customers. 
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7. The method of Claim 1 wherein at least steps (d) and (e) are accomplished through 
the use of a pre-programmed relational database. 

8. The method of Claim 1 wherein the product information provided in step (e) is 
customized on the basis of customer type. 

9. The method of Claim 1 wherein the product information provided in step (e) is 
. customized on the basis of customer specific characteristics. 

10. The method of Claim 1 wherein the product information provided in step (e) 
comprises sales projection information calculated with respect to said at least one 
of said customers. 

11. A system comprising: 

a) a customer interface, wherein said customer interface is provided 
through the use of machine readable instructions resident on a machine 
readable format, 

b) a customer information database, wherein said database comprises 
information contained in a machine readable format, wherein said 
database contains customer information records pertaining to each of a 
plurality of customers, and wherein each of said customer information 
record is associated with each of said customers for access by said 
system, 

c) a product information database, wherein said database comprises 
information contained in a machine readable format, wherein said 
database comprises information contained in a machine readable 
format, wherein said database contains product information records 
pertaining to each of a plurality of products, and wherein each of said 
product information record is associated with each of said products for 
access by said system, and 

d) one or more customization algorithms, wherein said algorithms are 
contained in a machine readable format, wherein at least one of said 
algorithms contains instructions sufficient to associate information 
contained in one or more of said customer information records with 
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information contained in one or more of said product information 
records. 

12. The system of Claim 1 1 wherein said customization algorithm contains 
instructions sufficient to manipulate information contained in one or more of said 
product information records by performing calculations using input contained in 
one or more of said customer information records to arrive at a computed result 
not previously contained in either said customer information database or said 
product information database. 

13. The system of Claim 12 wherein said computer result is capable of being 
displayed through said user interface. 
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ABSTRACT OF THE DISCLOSURE 

Methods and systems for providing customized information to customers are 
disclosed. The systems and methods provide a holistic approach to providing sales 
support to a customer intending to purchase items for re-sale. Methods are disclosed by 
which information available to a seller regarding goods for sale may be selected and even 
tailored with respect to particular customer users of the method. Similarly, systems which 
accomplish similar results are also disclosed. 
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